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ABSTRAK 

 

Judul Skripsi : The Influence of Social Media Marketing Exposure and 

Email Blast Exposure on Brand Loyalty of Grab Application 

Nama Lengkap  : Safira Nurin Aghnia 

Nomor Induk Mahasiswa : 14040119190058 

Jurusan / Program Studi : Ilmu Komunikasi 

Penelitian ini bertujuan untuk menjelaskan pengaruh terpaan pemasaran media sosial dan 

terpaan email blast terhadap loyalitas merek aplikasi Grab. Penelitian ini merupakan 

penelitian kuantitatif dengan teori yang digunakan dalam penelitian ini adalah Honeycomb 

Model dan Theory of Flow yang menggabungkan metode non-probability sampling dan 

aksidental sampling. Total responden yang dipilih sebesar 166, tinggal di kota besar di 

Indonesia, dan menggunakan email serta sosial media untuk menerima, melihat, dan 

merasakan informasi kampanye terkini dari aplikasi Grab. Hasil uji hipotesis dengan teknik 

regresi sederhana menunjukkan bahwa tidak terdapat pengaruh terpaan media sosial 

marketing terhadap loyalitas merek, sedangkan hipotesis kedua menunjukkan adanya 

pengaruh terpaan email blast terhadap loyalitas merek dengan nilai signifikansi sebesar 

(0,050). Hasilnya menunjukkan bahwa Grab Indonesia dapat menerapkan cara komunikasi 

pemasaran ini khususnya dalam menggunakan paparan email blast dalam memperkuat 

loyalitas merek mereka. 

Keywords: social media marketing, email blast, brand loyalty, Grab, internet 
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ABSTRACT 

 

Undergraduate Thesis Title : The Influence of Social Media Marketing Exposure and 

Email Blast Exposure on Brand Loyalty of Grab Application 

Name : Safira Nurin Aghnia 

Student number : 14040119190058 

Department : Communication Science 

This study aims to explain the influence of social media marketing exposure and email blast 

exposure on brand loyalty of Grab application. This research is quantitative studies, with the 

theory that it used are Honeycomb Model and Theory of Flow that combines a non-

probability sampling method with accidental sampling. The total of the respondents around 

166, who lived in Indonesia's big cities and use email and social media to receive, see, and 

experience updated campaign information from Grab application. The results of the 

hypothesis tests using simple linear regression technique shows that there is no influence of 

social media marketing exposure on brand loyalty, meanwhile the second hypothesis shows 

that there is an influence of email blast exposure on brand loyalty with the significance value 

of (0,050). The result suggest that Grab Indonesia can implements this marketing 

communication ways specifically in using email blast exposure in strengthening their brand 

loyalty. 

Keywords: social media marketing, email blast, brand loyalty, Grab, internet 
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PREFACE 
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Loyalty of Grab Application. The purpose of writing this thesis is to fulfil the requirements 

to obtain a Bachelor of Communication Science (S.I. Kom) for students at the Faculty of 

Social and Political Sciences of Diponegoro University. This undergraduate thesis consist of 

five chapters, starting with the first chapter that consist of the background, problem 

formulation, and research methods. Followed by chapter II which is an introduction of online 

ride-hailing, company's profile, and company's marketing communication strategy's, then 

chapter III which presents the results of respondents' answers in the form of diagram, and 

chapter IV which contains of conclusions and author's suggestion. The author hopes that the 

results of this research can be used as well as possible in the academic field and by anyone 

who reads and studies. On the other hand, the author also realizes that there are still many 

shortcomings in this research, so the author greatly appreciates suggestions and constructive 

criticism for the progress of the author in the future.  

 

  



 

 x 

TABLE OF CONTENTS 

 

STATEMENT OF AUTHENCITY ..............................................................................................i 

VALIDITY SHEETS.................................................................................................................ii 
MOTTO ......................................................................................................................................ii 

ACKNOWLEDGEMENT .......................................................................................................... iv 

ABSTRAK ................................................................................................................................ vii 

ABSTRACT ............................................................................................................................. viii 

PREFACE ................................................................................................................................. ix 

TABLE OF CONTENTS ......................................................................................................... viii 

CHAPTER I ............................................................................................................................... 1 

1.1. BACKGROUND ..................................................................................................... 1 

1.2. RESEARCH PROBLEM ....................................................................................... 9 

1.3. RESEARCH OBJECTIVE .................................................................................. 10 

1.4. RESEARCH SIGNIFICANCE ........................................................................... 10 
1.4.1 Academic Significance ................................................................................................................... 10 
1.4.2 Practical Significance ..................................................................................................................... 10 
1.4.3 Social Significance ......................................................................................................................... 10 

1.5. THEORITICAL FRAMEWORK ....................................................................... 11 
1.5.1 State of The Art .............................................................................................................................. 11 
1.5.2 Research Paradigm ......................................................................................................................... 14 
1.5.3 Social Media Marketing Exposure ................................................................................................. 15 
1.5.4 Email Blast Exposure ..................................................................................................................... 17 
1.5.5 Brand Loyalty ................................................................................................................................. 19 
1.5.6 The Influence of Social Media Marketing Exposure on Brand Loyalty ........................................ 21 
1.5.7 The Influence of Email Blast Exposure on Brand Loyalty ............................................................ 25 

1.6. HYPHOTHESIS ................................................................................................... 26 

1.7. CONCEPTUAL DEFINITON............................................................................. 27 
1.7.1 Social Media Marketing Exposure ................................................................................................. 27 
1.7.2 Email Blast Exposure ..................................................................................................................... 27 
1.7.3 Brand Loyalty on Grab Application ............................................................................................... 27 

1.8. OPERATIONAL DEFINITON ........................................................................... 27 
1.8.1 Social Media Marketing Exposure ................................................................................................. 27 
1.8.2 Email Blast Exposure ..................................................................................................................... 28 
1.8.3 Brand Loyalty ................................................................................................................................. 28 

1.9. RESEARCH METHOD ....................................................................................... 29 
1.9.1 Research Type ................................................................................................................................ 29 
1.9.2 Population ....................................................................................................................................... 29 
1.9.3 Sampling ......................................................................................................................................... 30 



 

 xi 

1.9.4 Data Type & Source ....................................................................................................................... 31 
1.9.5 Data Collection Technique ............................................................................................................. 31 
1.9.6 Data Collection Instrument............................................................................................................. 31 
1.9.7 Data Analysis.................................................................................................................................. 32 

CHAPTER II ..............................................................................................................33 

2.1 Online Ride-Hailing .............................................................................................. 33 

2.2 Grab's Profile ........................................................................................................ 35 

2.3 Grab's Promotion Activity ................................................................................... 37 
2.3.1 Social Media Marketing ................................................................................................................. 37 
2.3.2 Email Marketing ............................................................................................................................. 43 

CHAPTER III .............................................................................................................47 

3.1 Social Media Marketing Exposure ...................................................................... 48 
3.1.1. Grab's Social Media Exposure........................................................................................................ 48 
3.1.2. Grab's Campaign ............................................................................................................................ 49 
3.1.3. Grab's Brand Ambassadors............................................................................................................. 50 
3.1.4. Grab’s Celebrity Endorsement ....................................................................................................... 51 
3.1.5. Grab's Tagline ................................................................................................................................. 52 
3.1.6. Grab's Promotion & Discounts ....................................................................................................... 53 

3.2 Email Blast Exposure ........................................................................................... 56 
3.2.1 Grab's Information Through Email ................................................................................................ 56 
3.2.2 The Important Newsletter of Grab's Product and Services Through Email ................................... 57 

3.3 Brand Loyalty ....................................................................................................... 59 
3.3.1 Belief in Using Grab Application ................................................................................................... 59 
3.3.2 Grab Product and Services Satisfaction ......................................................................................... 60 
3.3.3 An Offer that Grab's Gave .............................................................................................................. 61 
3.3.4 An Understandable Feature of Grab Application ........................................................................... 62 
3.3.5 A Go-to Online Ride Hailing Application...................................................................................... 63 

CHAPTER IV .............................................................................................................67 

4.1 Hypothesis Test ..................................................................................................... 67 

4.1.1. The Influence of Social Media Marketing Exposure on Brand Loyalty of Grab 

Application ........................................................................................................................................ 68 

4.1.2. The Influence of Email Blast Exposure on Brand Loyalty of Grab Application ................... 69 
4.1.2.1. F-Test ......................................................................................................................... 69 
4.1.2.2. Coefficients of Determination .................................................................................... 70 
4.1.2.3. Simple Linear Regression Analysis ........................................................................... 71 

4.2 Discussion .............................................................................................................. 72 

CHAPTER V ...............................................................................................................77 
1. Conclusions ......................................................................................................................................... 77 
2. Recommendations .............................................................................................................................. 77 

REFERENCES ...........................................................................................................79 

ATTACHMENTS .......................................................................................................83 


	STATEMENT OF AUTHENCITY
	MOTTO
	ACKNOWLEDGEMENT
	ABSTRAK
	Penelitian ini bertujuan untuk menjelaskan pengaruh terpaan pemasaran media sosial dan terpaan email blast terhadap loyalitas merek aplikasi Grab. Penelitian ini merupakan penelitian kuantitatif dengan teori yang digunakan dalam penelitian ini adalah ...
	ABSTRACT
	PREFACE
	TABLE OF CONTENTS

